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Animated about Africa 


Global streamers are looking to Africa for new kids and animation content. TBI's Mark Layton finds out 
what is attracting the big players to the continent 


he eternal hunt for the next big 
thing to keep kids glued to their 
screens looks to have brought 
global streamers to Africa and its 
new wave of emerging animation talent. 
Interest in kids and other animation 
content from African countries appears 
to have been piqued, with a modest, but 
noticeable flurry of originals commissions 


from Disney+, Netflix and YouTube. 

Kids and family programming is set to 
play a vital role in the expansion of global 
streamers in an increasingly crowded 
market, making it more important than 
ever to stay one step ahead when it comes 
to spotting the latest trends. 

While recent orders and show launches 
over the past 12 months might not have 


opened the floodgates just yet, activity in 
what some would say is an overlooked 
continent is certainly on the up. 


Wave of new talent 


Orion Ross, VP of animation for Disney 
Europe, Middle East & Africa, tells TBI 
that this surge of interest is down to a new 
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Mama K's Team 4 (opposite) is in development 
with Netflix, while Iwaju (right) is one of several 
African-produced animations bound for Disney+ 


generation of African content creators who 
have grown up with “unprecedented” 
access to global content and are now ready 
to bring their own stories to the world. 
“These stories are fresh and authentic and 
at the same time have deep universal themes 
that will resonate with audiences around 
the world,” says Ross, who reveals that the 
Mouse House has had its eye on Africa for 
some time. “Disney’s EMEA animation 
team has been developing stories from the 
continent since 2015 when we joined a Story 
Lab for new African animation writers.” 
The company’s global streamer, Disney+, 
unveiled two animated projects in June of 
this year: Kizazi Moto: Generation Fire, 
with South African producer Triggerfish 
Animation Studios overseeing the project; 
and musical comedy Kiff, developed by 
Disney TV Animation with South African 
creators Lucy Heavens and Nic Small. 
These joined Iwaju, a collaboration 
between Walt Disney Animation Studios 
and Nigeria-based pan-African comic book 
company Kugali, which was announced 
at the end of 2020, as well as Kiya And 
The Kimoja Heroes, a co-production with 
Entertainment One, which has been picked 
up by Disney Junior and Disney+ globally. 
Ross adds that as the service expands in 
the continent — it is expected to launch in 
South Africa in 2022 — he expects to see 
more commissions “in many genres”. He 
encourages creators to “seek out the best 
artists and kindred spirits you can, develop 
your idea with them, and bring us a pitch 
when you really know what your idea is 
and how you want to make it.” 


The snowball effect 


Cape Town-based Triggerfish was one of the 
companies that took part in the 2015 Story 
Lab with Disney, which in turn led to the 
development of Disney+’s upcoming Kizazi 
Moto: Generation Fire, a 10-part anthology 
of animated shorts exploring sci-fi and 
fantasy themes. 

The series has “something for everyone”, 
says Triggerfish development executive 
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Tendayi Nyeke. “Ten different stories and ten 
very different visions of Africa’s future — but 
this is a future that has never been seen at this 
scale before. Creators have been encouraged 


and supported to tell their visions of Africa in 
the sci-fi genre. Africans defining their own 
narrative - this is exciting.” 

Anthony Silverston, the company’s head of 
development, tells TBI that working on the 
Story Lab with Disney was “so inspirational” 


Nyeke adds: “The demand has always 
been there, but it had never been tested 
because no one had taken a big enough bet 
to see how the market would respond to 
content from the continent. When people 
did invest and saw that there was an 
appetite, it had a snowball effect.” 

Triggerfish has also been working with 
Netflix and UK-based Cake on Mama 
K’s Team 4, a superhero series that is set 


and had “such ripple effect in Zambia. The show is 

in the industry” that they currently in development for 

set out to find another “[Streamers] are the streamer. 

opportunity to work with becoming aware of Created by Zambian writer 

the company. the demandthatwas — Malenga Mulendema and 
“Kizazi Moto: Generation there all along” designed by Cameroonian 

Fire was the result of that Tolu Olowofoyek, artist Malcolm Wope, the 

— where new directors are Kugali animation also boasts an all- 

getting a chance to develop female African writing team, 

their visions. The creative which, Silverston tells TBI, 

team at Disney are such Netflix were keen to set up. 

a joy to work with — they The series, which Nyeke 

are so invested and we’ve describes as being about 


learned so much from them.” 

Silverston says that the rise 
of global streaming services, such 
as Disney+, has helped to “widen 
the reach” in bringing African animation to 
the rest of the world and in turn given local 
talent more opportunities and experience in 
taking content worldwide. 

“As the animation industry on the 
continent grows, more creatives are 
entering the industry, and so capacity 
increases along with the pool of talent 
pitching projects that are also improving in 
their understanding of what will work for 
a global market,” he says. 


“four kickass girl heroes 
saving the world in the most 
entertaining way”, comes as the 
global streamer continues its push into 
the continent in its attempt to capture new 
audiences. 

Commenting upon Mama K’s Team 4’s 
original announcement in 2019, Melissa 
Cobb, Netflix VP of original animation, 
laid bare the streamer’s aim to give “African 
writers a global platform on which to be 
heard” as well as praising the show for its 
“potential to give a whole new generation 
of African children the opportunity to see 
themselves on-screen.” 
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New perspectives 


Tolu Olowofoyeku, co-founder of Kugali, 
the digital entertainment company that is 
bringing long-form sci-fi animation [wajti to 
Disney+, tells TBI that its series will also offer 
global audiences a perspective on Nigeria 
that they might not otherwise have. 

The show is set in futuristic Lagos and 
explores themes of class, innocence and 
challenging the status quo. Olowofoyeku 
says it is a “love letter” to the country and 
the state in particular. 

“The world hears so many negative 
things about us in the news, many of which 
are exaggerated, but they know very little 
about us outside of Afrobeat music and, 
more recently, Nollywood films. This is an 
opportunity to show them so much more.” 

He also agrees with Triggerfish’s Nyeke, in 
that audience demand for content produced 
in African countries has always been in 
demand — it’s just that more service providers 
are now taking notice. 

“T don’t think it’s rising. I think those with 
the resources to do something about it are 
only just becoming aware of the demand 
that has been there all along. 

“Almost 20% of the world is African, and 
that number would be considerably higher if 
you took the diaspora and those of African 
descent worldwide into the count,” notes 
Olowofoyeku. 

“Tn the same way as the demand for 


Bollywood movies or martial arts movies are 
not limited to only the regions they originate 
from, the demand for African stories is not 
limited to people of African descent, and this 
demand did not just suddenly pop up.” 


Gaining international attention 


Vanessa Ford, COO at Kenyan animation 
studio Kukua goes a step further and 
suggests that there has been “a stubborn 
underestimation of the African entertainment 
industry as a whole.” 

She credits the current change with 
increasing global awareness of afrobeat 
music, Nollywood and pan-African 
collaborations such as 2018's box office- 
busting Marvel sci-fi superhero feature 
Black Panther. The latter could be a possible 
indicator as to why the original streaming 
commissions highlighted in this piece are 
chiefly focused on African futurism or 
superheroics. 

“Also, with movements like Black Lives 
Matter, the world has woken up to the 
importance of celebrating our and other 
people’s cultural heritage, while children 
deserve to see themselves reflected in the 
books they read and the cartoons they 
watch,” observes Ford. 

Nairobi-based Kukua is behind YouTube 
Original Super Sema, described as Africa’s 
first animated superhero series for children, 
and follows the adventures of a young 


Super Sema launched on YouTube earlier this 
year, with more than half of its audience outside 
Africa 


girl, Sema, who lives in a futuristic African 
community. 

The series debuted on YouTube earlier this 
year and is executive produced by company 
shareholder Lupita Nyong’o, who also voices 
a character in the series and, coincidentally, 
starred in Black Panther. 

Ford tells TBI: “Historically it’s been 
almost impossible to monetise African 
children’s storytelling, it is not an industry 
many understand locally and there’s not 
enough data to convince investors of the 
opportunity despite the abundance of 
talented African artists, writers, actors and 
animators.” 

She says that Kukua has been fortunate to 
have investors and the backing of YouTube, 
which has already commissioned a second 
season of Super Sema. 

Ford, however, notes that she is seeing 
new opportunities beginning to open 
up — with the global streamers leading the 
charge. “There’s definitely been an opening 
for a symbiotic exchange more than there 
has been in the past, and global studios like 
Disney and Netflix are doing ‘first of its kind’ 
collaborations with African storytellers. The 
world is also recognising that we as Africans 
need to be a part of telling our own stories. 
it’s our roots and wings, and it’s a way of 
saying, ‘I’m here and I matter.” 

Ford has certainly witnessed a global 
appetite for Super Sema, with the show 
racking up “millions of views” in the first 
two weeks of its debut on YouTube, with 
more than half of those coming from 
outside Africa. “This was really important 
for us because it proved that there is an 
appetite for an African children’s show 
even outside of Africa, and that the content 
was resonating with children and families 
globally,” said the exec. 

While the rest of the shows highlighted 
in this piece are still in development, it is 
encouraging that Super Sema has found 
such a warm global response. And if 
other animations from the continent — 
particularly following this trend of futuristic 
superheroism — are just as well received, then 
more are sure to follow. TBI 
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Why anime has become hot property 


TBI deputy editor Mark Layton digs into what is driving global demand for anime and how streaming services 
can make the most of the medium’s passionate fanbase 


lobal demand for Japanese anime 
content is skyrocketing, with streamers 
worldwide increasingly recognising 
the appeal - and subscription-driving 
potential — of this medium, once seen as niche, but 
now unquestionably widespread. 
It’s been hard to miss the heavy investment from 
the likes of Netflix and others in acquiring anime 
or commissioning their own content over the past 
couple of years. Meanwhile, if ever a demonstration 
of anime’s international resonance was required, the 
feature film, Demon Slayer -Kimetsu No Yaiba- The 
Movie: Mugen Train, succinctly proved the point by 
storming the global box office last year, earning over 


The feature spin-off from 
Demon Slayer (above), 
which is carried by 
Funimation, topped the 
global box office last year 


$500m to become the most financially successful film 
of 2020 worldwide — quite a feat during a pandemic. 


Raising the bar 


“More money is pouring into anime production, with 
a main catalyst being Netflix’s growing prominence, 
which has in turn elevated the overall quality of works 
being created,” explains Kako Kuwahara, Nippon 
TV’s EVP of business development, highlighting some 
of the major factors leading to anime’s current heyday. 
“From the viewers’ perspective, the emergence of 
technology that enables simultaneous streaming all 
over the world, the increase of translation apps and 
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social media have created the ideal situation that allows 
them, wherever they may be, to enjoy the same titles 
while sharing their thoughts.” 

Tokyo-based Nippon TV has been producing, 
broadcasting and distributing anime both domestically 
and internationally for decades, with shows such as 
My Hero Academia, Death Note and LUPIN THE 
3rd among its titles, but it was just last October that 
the company set up a dedicated anime department, 
headed by Kuwahara. 

The unit launched with an adaptation of Kei 
Azumi’s manga Tsukimichi— Moonlit Fantasy, 
produced by C2C Studios, while recent offerings 
include LUPIN THE 3rd PART6, from TMS 
Entertainment. 

Kuwahara explains that the success of the Demon 
Slayer movie has “raised the bar” and highlighted 
the “allure of Japanese anime all over again.” 
Consequently, the exec says that the nascent anime 
department was met with “immense” international 
demand for content right from the get-go. 

“The environment was already favourable with 
globally-eminent players increasingly eager to 
commission projects, and the offers we receive are 
sometimes even higher than we expect. 

“We also receive exciting proposals to invest in our 
content. An overseas partner agreed to fund a title 
three years before the release and we now have the 
framework to pursue game adaptations, merchandise, 
and comicalisation as well. Indeed, the volume of 
anime that Nippon TV produces and distributes is 
increasing rapidly.” 


Bringing classic shows to new 
audiences 


Amazon Prime Video is among those globe- 
spanning streaming services whose expansion has 
undoubtedly contributed to a renewed awareness 
and interest in classic anime titles and a subsequent 
demand for new content. 

The streamer carries around 70-100 anime titles 
at any one time, such as Vinland Saga and Dororo, 
as well as two originals — historical action Blade Of 
The Immortal and comedy series Crayon Shin-chan 
Spin-off. 

As Martin Backlund, Prime Video’s head of content 
for the UK, Ireland and Nordics, explains: “Anime has 
always had a rich storytelling history, but until recently 
the genre hadn’t been as exposed to international 
audiences. The growth of global streaming services 
has given the audience access to troves of iconic anime 
stories and exposed them to younger audiences often 
for the first time.” 
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“More money is 
pouring into anime 
production, with a 
main catalyst being 
Netflix’s growing 
prominence” 
Kako Kuwahara, 
Nippon TV 


Backlund says that without the constraints of a 
programming schedule, streamers like Prime Video 
are able to provide a broad content offering and cater 
to audiences looking for “previously lesser-known 
genres” such as anime. 

“Additionally, the distribution channel allows us to 
deliver high quality subtitled or dubbed content, which 
has eliminated the language barriers that historically 
existed for all but the most popular titles.” 

Backlund adds that, as a global service, Prime 
Video tailors its approach to anime to each region. 
“Our local Prime Video content teams also pay close 
attention to the genre and the local audience to ensure 
we do not take a one size fits all approach.” 

The streamer, he reveals, also sees the potential 
in more directly engaging with its anime fanbase. 

“We are also investing in deepening our relationship 
with our anime fans. We recently premiered our first 
anime-centred IGTV show called The Animation 
Conversation, which has given us the opportunity to 
strengthen our relationship with our anime audience.” 


Engaging with the audience 


One local player firmly seizing the potential in anime 
is Dubai-based Starzplay, which, seeing a gap in the 
market, declared itself the region’s “home of anime” 
in February, following an expansive deal with the TV 
Tokyo Corporation. 

The SVOD, which streams Arabic and Hollywood 
content to 20 countries across MENA and Pakistan, 
increased its existing anime offering by more than 
a thousand hours, including the hit Naruto action 
franchise and romantic comedy Fruits Basket. 

Starzplay CEO Maaz Sheikh says his confidence in 
anime content was greatly bolstered after the streamer 
initially tested the waters last year. It acquired both the 
streaming rights to the latest season of superhero show 
My Hero Academia, which had been the most popular 
anime of 2020, as well as theatrical rights to its movie 
spin-off, and launched both at the same time. 

“We were quite surprised, almost shocked, at 
how well it did and so from that point on we kept 
building on that strategy,” says Sheikh, adding that 
the depth of intereset for anime in the region was 
unexpected. 

“The passion for anime in this part of the world is 
crazy. People learn Japanese just so they can watch 
anime simulcast the same time as Japan.” Specifically, 
Starzplay’s highest anime consumption comes from 
Saudi Arabia, with Fruits Basket doing particularly 
well there, while viewers in Egypt are also “big fans.” 

As well as currently simulcasting three titles — 

My Hero Academia, Kingdom and Fruits Basket 
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— with Japan, Starzplay’s large boxset offering has 
allowed it to localise content by dubbing into three 
Arabic dialects — a decision made following a fan 
engagement campaign. 

Sheikh reveals that audience engagement around 
Starzplay’s anime content far outstrips any other 
type of content shown on the platform, while Khaled 
Benchouche, SVP of strategy & original content at 
the streamer, describes the region’s community of 
anime fans as “mindblowing”. 

Benchouche further echoes Kuwahara and 
Backlund’s points about anime’s rising global 
popularity being aided by the growing ease of 
simulcasting, localisation and social media interaction 
— both between the fans themselves and with services 
that show anime content. 

He also highlights anime series as having strong 
storytelling that appeals to viewers in the territory 
as they don’t require understanding of western 
contextual references. 


Moving into the mainstream 


It appears difficult to discuss the current rise of anime 
without also addressing its passionate fandom, and 
it seems clear that there are big opportunities for 
streamers to further leverage their content by fully 
engaging with those communities. 

This is something that Colin Decker, CEO of global 
anime-focused business Funimation, well appreciates. 
“We must profoundly understand this customer, our 
community, in a way that many industries simply do 
not have to do. 

“T do believe that is the future of business on just 
about every level. There’s a lot more room in the 


Fruits Basket has been 
very well received in Saudi 
Arabia, says Starzplay 


world for what I would call communities of interest, 
or category-specific things, not because of the content, 
but because of the community itself,” says Decker, 
suggesting many anime fans are drawn simply to the 
medium of anime rather than specific shows. 

Culver City-based Funimation is a joint venture 
of Sony Pictures Television and Sony Music Japan/ 
Aniplex and a global distributor of anime, including 
titles such as Dragon Ball, Attack On Titan, Cowboy 
Bebop and Fullmetal Alchemist. 

Its SVOD service offers a growing catalogue of 
more than 700 anime series and 13,000 hours of 
content available in 52 countries dubbed into six 
languages, sometimes as soon as the same day of the 
original Japanese broadcast. 

The company’s other pillars of business include 
theatrical releases and home entertainment and last 
year it held its first virtual FunimationCon 2020, 
making deep in-roads into community engagement. 

Digging deeper into this fandom, Decker highlights 
that the anime community is “very much about 
identity” and “highly inclusive” with content 
over-indexing with minority groups, the LGBTQ 
community, and “any group that is perhaps slightly 
outside the mainstream”. 

At the same time, Funimation was also the US 
distributor for the Demon Slayer movie, with 
Decker noting that it was “officially the number 
one movie of 2020 globally; so I’d say that’s pretty 
mainstream.” The service also took streaming rights 
to the feature for the US, Canada, Australia and 
New Zealand. 

Demand for anime is now also being translated 
into M&A activity. Sony has doubled down on the 
genre, buying WarnerMedia-owned anime streamer 
Crunchyroll for almost $1.2bn last year, and the 
service, which claims three million paying subscribers, 
is being incorporated into Funimation. 

That agreement, which includes streaming rights to 
more than 1,000 anime titles, is turning Funimation 
into the largest anime-dedicated streaming service in 
the world and putting down a marker that underlines 
ambitions for both Sony and the genre as a whole. 

From these conversations, at least, it seems clear 
that the production and distribution of anime is only 
set to further expand in the coming years, particularly 
as regional audiences continue to gain access to 
proven shows just waiting to be localised — and 
demand for more and new, original IP rises. 

Those streamers willing to take that extra step and 
fully engage with this passionate audience may well 
find a subscription-driving fanbase switching on, 
looking to consume a range of content from across 
the medium. TBI 


October/November 2021 


4000 


y Season “igh 


CNC XILAM.COM Xilam 


TBI Kids | Cartoon Forum 


Cartoon Forum: The Highlights Reel 


fter an online-only event in 2020, Cartoon Forum 
returned to its regular home in Toulouse, France, in 


Pete & Bern's 


September, with festival organisers claiming close to 
900 participants, including around 200 buyers and 
decision makers physically on site. 

The organisers also ran an online digital platform, allowing 
those international buyers still unable to attend due to 
pandemic restrictions to check out some of the latest animated 
kids content to hit the market. 

As always, there were plenty of new projects to entice buyers 
over the course of the four-day physical event, with a total of 84 
new titles from 21 European countries being presented. 

Shortlisted from 141 submissions, the 84 projects represented 
460 hours of animation, with a total combined budget of 
€326.1m ($380m) and an average cost per series of €3.9m. 

As per last year, France led the selection once again, with 
33 projects, while Ireland retained its second place with 11. 
Germany brought eight, Spain six and Belgium five, while the 
Czech Republic, Denmark and Portugal were represented by four projects each. 
Italy and Poland, meanwhile, showcased three projects apiece, while companies 
from Finland, Latvia and Ukraine arrived with one each. 

This year’s Spotlight was focused on five new animations produced or co- 
produced in Portugal, a country that is traditionally known for producing original 
short films, rather than features or series. 

Bucking that trend, this year’s offerings included preschool show Biriki, from 
Sparkle Animation and Abano Produci6ns, and young adult series Pete 
Bern’s, produced by Sardinha em Lata. Also on the slate was Ukbar Filmes’ The 
Adventures of Princess P; The Saskatoons from Pikkukala and Sardinha em Lata, 
and What's It All About? From Take It Easy. 


The Adventures Of Princess P 


Dad takes top spot 


Living With Dad, the animated comedy being developed by Frances’s Dupuis 
Edition et Audiovisuel with Belgium’s Belvision for French network M6, was 


fe ranked as the top 
Cartoon Tribute sacar 
internationally co- 
returns produced project of 
the forum. 
Cartoon Tribute returned following its hiatus last year, | The 52 x 11-minute 
with Belgium’s Ketnet-VRT, French studios Miam! series is based on the 
Animation and TAT Productions awarded for their Nob comic book 
outstanding contribution to European animation over and follows the daily 
the course of the past year. life of an “endearing 
Ketnet-VRT was named as broadcaster of the year, and nicely crazy” 
Miam! was awarded as distributor/investor of the year, family. Aimed at 
and TAT was recognised as producer of the year. The 6-11 year olds, it is 
awards were decided following a vote by the roughly sold by Mediatoon 
900 registered Cartoon Forum participants. Distribution. 
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Dounia 
Producer: Tobo Media 
Distributor: Dandelooo 


Broadcaster: CBC Gem+ (Canada) 


Logline: Animation following a young Syrian refugee as she travels the 


world in the search for a new home 


Arriving on the global 

market at what feels like a 
particularly resonant time, 

this 6 x 8-minute animated 
series tackles issues of war and 
displacement in a way that is 
suitable and informative for 
audiences aged 6-9. 

It follows the story of the 
titular Dounia, a young Syrian 
girl who is forced to flee her 
home in search of a new 
one, due to violent conflict, 
becoming a refugee on an 
international journey. 

“With Dounia, I wanted 
to raise important questions 
to start a conversation with 
children, while creating an 
initiatory tale that is universal, 
full of poetry, of magic and 
joy,” show creator, writer 
and co-director Marya Zarif 
tells TBI. “Since the start of 
events in Syria in 2011, I have 
observed how the subject has 
been both over-publicised and 
very poorly understood. All of 
a sudden, the country of my 
childhood was nothing more 
than a name for desolation and 
destruction.” 

Joined by her grandparents 
as she travels around the world 
in search of asylum, Dounia 
encounters many people 
and experiences many great 
adventures. And, when she 
encounters an obstacle that 


seems insurmountable, the 
wisdom of the ancient world 
comes to her rescue in the 
form of the baraké seeds of her 
grandmother. 

“Tt was important for me 
to tell a story that dug deeply 
into Syrian culture. Details of 
daily life, traditions around 
cooking, music, myth, legend 
and, quite importantly for 
Syrians, the language itself 
and its mosaic of images and 
historical references were all 
celebrated,” explains Zarif. 

“The magic of the baraké 
seeds represent the roots 
of Dounia. Like the seeds, 
this magic finds its place in 
the smallest things, which 
remain no less ever so rich 
and marvellous. Ultimately, 
this is what will allow her to 
overcome life’s obstacles and 
move forward.” 

Zarif is quick to point out 
that the uprooted Dounia is 
“far from being a victim” and 
instead is “an empowering 
little magician who finds 
in herself the resources to 
overcome obstacles.” 

“Thus, she embodies a lost 
generation of little migrants. 
She gives a voice and a face to 
these children and offers them 
a positive reference model that 
will help them overcome their 
traumas,” says Zarif. 
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Superworm 

Producer: Magic Light Pictures 
Distributor: Magic Light Pictures 
Broadcaster: BBC One (UK) 
Logline: Super-stretchy 
superhero Superworm learns a 
lesson in humility when he falls 
afoul of the evil Wizard Lizard 


An annual fixture on BBC 
One in the UK at Christmas, 
Magic Light’s latest adaptation 
of a Julia Donaldson and Axel 
Scheffler children’s novel tells the 
story of a hero with a difference. 
Superworm is a super-long, 
super-strong earthworm, who 
always comes to the rescue of 
bugs and animals in distress. 
However, as Martin Pope, 
joint MD at Magic Light Pictures 
and executive producer of the 1 x 
30-minute animation, explains to 
TBI, this earthbound hero faces 
some big challenges. 
“Superworm is long and 
strong, but even though he has 
to contend with an evil Wizard 


Lizard who puts him under 

a spell, actually the biggest 
challenge Superworm faces is 
to learn some humility. Will 
he realise in time that he needs 
his friends to help him defeat 
the threats they are all facing?” 


Pope asks. And who will come 
to Superworm’s rescue when 
he’s captured by the wicked 
Wizard Lizard? Luckily, all of 
Superworm’s insect friends have 
a cunning plan. 

“Tr’s entertaining and 


funny,” says Pope of the 
show. “Superworm is a great 
showman, the evil Wizard 
Lizard is compelling, Butterfly 
is a wonderful friend — and the 
story brilliantly demonstrates 
why we all need our friends.” 


Happy House Of Frightenstein 
Producer: Headspinner Productions 


Distributor: Distribution360 


Broadcaster: Marblekids YouTube Channel 
Logline: Animated update of iconic Canadian series following the 


misadventures of mini monsters 


Currently available on 
YouTube, with a Canadian 
linear broadcaster soon to 

be announced, this new 10 

x 3-minute preschool series 

is an animated update of 

the classic 1970s live-action 
show Hilarious House Of 
Frightenstein, released in time 
to celebrate the original show’s 
50th anniversary. 

The series follows the 
misadventures of Count Jr, 
Wolfie, Iggy and Griz, the 
characters from the original 
show — now reimagined as 
children —as they play, laugh, 
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and grow together in the Happy 
House of Frightenstein, a giant 
castle-like play structure located 
in the spooky backyard of the 
iconic Castle Frightenstein. 

“We are huge fans of the 
original series so we took 
inspiration from the OG 
characters and brought them 
to life as mini monsters/junior 
versions that would resonate 
with younger kids,” explains 
executive producer Michelle 
Melanson from Toronto-based 
Headspinner. 

The exec adds that she sees 
great potential for this reboot 


of what became the longest- 

running Canadian children’s 
show to entertain youngsters 
across the globe. 

“Kids around the world 
will love the ‘Frightenstein’ 
twist on games like Hide and 
Go ‘Eek, and taking what are 
usually more scary characters 
like vampires, witches and 


werewolves and making them 
cute and playful mini monsters 
makes for a great entry point for 
young viewers,” she says. 

“The shorts are perfect for 
platforms and channels looking 
for Halloween related content. 
They are great for on demand 
platforms or for linear TV 
interstitial scheduling.” 
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Claymotions 
Producer: SMF Studio 


Distributors: Jetpack Distribution 


Broadcasters: Karusel (Russia) 


Logline: Good-natured plasticine characters transform into amazing 
shapes to amuse and educate young children 


Aimed at a preschool audience, 
this educational miniseries from 
Moscow-based SMF Studio 
seeks to teach young viewers 
about all the things that go on 
around them and widen their 
understanding of the world at 
large through adventures and 
fun games. 

The titular Claymotions 
are seven sweet and positive 
plasticine characters that can 
transform into anything they 
like — more often that not with 


“Curious and playful, they 
explore the world around 
them in an engaging manner, 
providing facts and trivia 
about worldly subjects such as 
numbers, animals and music,” 
explains Dominic Gardiner, 


CEO at UK distributor Jetpack. 


“The transformations are 
visually fun and fascinating to 
watch,” he adds. “Especially 
in clay animation and the 
educational subjects are 
relevant to all young kids 


amusing results. around the world.” 

CG_Odyssey of the show follows Kiran They travel through Hades, 
Producer: TeamTO and Leuki as they fulfil their Atlantis, a sacred cow island, 
Distributor: TeamTO mission to keep Odysseus safe and other mythical places — the 


Logline: A video game-loving youngster is transported into the world 
of Greek legends, which are explored through a modern lens 


This new 26 x 22-minute 
animated series from France’s 
TeamTO sees the worlds of 
mythology and gaming collide as 
youngster Kiran is unexpectedly 
thrust into Greek legends. 
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Together with his new friend 
Leuki, the daughter of Hades, 
and his video gaming skills, 
Kiran attempts to keep the 
course of history on track. 

“The serialised story arc 


on his journeys,” elaborates 
Mary Bredin, TeamTO creative 
development producer. “Along 
the way they have to outwit, 
evade or battle their way 
beyond all sorts of things, 

like Cerberus (a multi-headed 
dog), a giant Cyclops, and the 
snake-like monster, Pythos. 


adventures are constant, fun 
and action-packed.” 

Bredin adds that the series 
is not so much about teaching 
these myths to young viewers, 
but more reframing them with 
a modern twist — and through a 
lens of diversity and awareness. 

At the same time, these 
fables have been with us for 
generations and Bredin says 
that is exactly what makes 
the show appealing to an 
international audience: “The 
classic stories of mythology 
have been taught and shared 
for centuries across the entire 
globe — and for good reason. 
They contain all the elements 
of a nail-biter (treachery, 
revenge, action heroes, 
mythical creatures, jealousy, 
power, love...) along with 
lots of fantasy to engage the 
imagination, and of course, 
all-important, ever-present 
humour,” says the exec. 
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